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BOTTLED WATER - CATEGORY PROFILE 

Key Facts 

Market Size Million Litres Litres per Capita     

Consumption 2008       

          

Growth CAGR % 03-08 CAGR % 05-08 CAGR % 07-08   

Consumption M Litres      

          

Market Value RMB Million RMB/Litre US$ Million US$/Litre 

Value (at consumer price)     

          

Segmentation 2008 Still Carbonated     

% Share       

          

Distribution 2008 Off-Premise On-Premise     

% Share       

          

Packaging 2008  PET Polycarbonate HDPE Glass 

% Share     

  

SOURCE : Trade Interviews; Canadean Wisdom 

 

Chart - Bottled Water Leading Trademark Owners 2008 

 
SOURCE : Canadean Wisdom
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Bottled Water Commentary 

Current & 
Emerging Trends 
 

This large category grew 15% in 2008 thanks to affordable prices and strong 
marketing by leading players such as Kangshifu. 
 
Due to thin profit margins, producers can only break even with huge volume turnover. 
High PPI levels in 2008 squeezed profit margins further, forcing some players into the 
red. The inevitable consolidation created opportunity for those with economies of 
scale to expand market share. 
 
 

Outlook 

 

The struggling economy will take its toll on the category but, due to its status as a 
basic commodity, packaged water is forecast to enjoy a healthy 14% growth in 2009. 
 
Reduced tourism and outdoor activities due to the global economic crisis will impact 
on impulse consumption, particularly in the first half of the year. 
 
 

Segmentation 

 

According to Canadean definition, mineralised water (table water with added 
minerals) is included in the table water segment. As a result, table water volumes will 
sharply increase to take over 70% share of the category. Constrained by limited 
natural water resources and the vast size of the market, development of real mineral 
water is very difficult. Kangshifu therefore marketed its mineralised water successfully 
in China by promoting a healthy image, claiming added minerals guarantee water 
quality. Kangshifu’s success has encouraged many other companies to enter the 
mineralised water segment.  
 
Nongfushanquan is also included in the mineral water segment. As well as natural 
lake water, Nongfushanquan also produces real mineral water from qualified water 
sources. The growth of this segment was faster than table water in 2008, as more 
local companies devoted themselves to this whole category. Kangshifu also added a 
mineral version of its water in North China in summer 2008. 
 
 

Functional 
Products 

 

Driven by the success of Kangshifu, mineralised water gained dynamic growth in 
recent years and is now estimated at about 30% category share. 
 
 

DOBs/DOB 
Producers 

 

Packaged water DOBs include Wal-Mart, Lotus and some local retail groups. The 
products are produced locally under contract and normally priced about 10% cheaper 
than the same branded ones. With this price advantage, packaged water could be the 
largest category for DOB volume.  
 
 

Marketing 

 

The low margin of this category has left little room for manufacturers to invest in 
marketing. Tingyi is the most aggressive in marketing, using street and bus posters to 
promote its packaged water.  
 
In Sichuan, Blue Sword promoted its packaged water heavily through street posters 
and local TV. 
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Bottled Water Commentary 

Pricing/Valuation 

 

2008 average retail prices only increased by about 3% as manufacturers struggled 
with the cost increase. Generally, the total cost of producing one bottle of packaged 
water was RMB0.2-0.3 (US$0.03-0.04). Due to the differences in production site, 
water source, production and transportation, final prices varied. As most single-serve 
products are priced around RMB1.00 or less, the very thin margin had already 
discouraged producers if they did not increase the retail prices.  
 
On-premise prices remained stable or increased very slightly as prices were usually 
set high originally, leaving space for manoeuvre.  
 
 

Distribution Off-premise takes about 55% share, of which modern outlets are dominant. The wide 
spread of supermarkets has helped this trend. In the difficult economic situation, 
more consumers are seeking cheaper products through this channel. On the other 
hand, consumers feel that products from supermarkets are more assured of quality. 
 
On-premise consumption of packaged water mainly comes from impulse 
consumption through kiosks and Horeca sectors. Growth slowed down in 2008 with 
consumers reducing their spending outside the home; therefore shares have been 
further taken by off-premise. 
 
 

Packaging 

 

PET takes the dominant share of more than 90%. Single-serve prevails for both 
impulse and at-home consumption. Downsizing occurred in this category with some 
brands shifting from 60cl to 55cl or 50cl, but it is not significant.  
 
HDPE and polycarbonate are used for large sizes when producers want to boost 
volume sales. Glass bottles are even smaller in volume, used by imported and local 
premium brands such as Perrier and Laoshan. Shares are dropping due to slow 
growth. 
 
 

Bottled Water 
New Products 
2008 

 

In Q1-08, Shanghai Aquarius (Zhengguanghe) Drinking Water Co introduced its 
newly designed 55cl PET mineral water, Shenyanquanyu - RMB1.20 (US$0.17).  
 
In Q1-08, Shanghai Bichun Drinking Water Co produced a new pure water product 
under the brand Shamowangzi (Desert Prince) on the Shanghai market. Packaged in 
58cl PET, it is priced at RMB0.8 (US$0.011). 
 
In Q1-08, Blue Sword Group, Sichuan province launched a new pack size, a 77.7cl 
PET bottle in late March on a Boeing 777 plane at a height of around 10,000 metres 
above the ground in the presence of representatives of the China Basketball 
Association and dozens of its distributors from Shanghai, Beijing, Chengdu and some 
other cities. The product, branded Glacier Age, is positioned at mid-income 
consumers and priced at RMB3.00 (US$0.43) in retail channels. For every bottle of 
mineral water sold, RMB0.10 (US$0.014) will be donated to the China Cancer 
Foundation. The water is drawn from the Longmen Mountain Geological Park, which 
has 329 cubic metres of water dating back to the ice age.  
 
In Q3-08, Coca-Cola launched a mineralised water variant to join its purified water 
launched previously under the Ice Dew label. The product is packed in 55cl PET and 
priced at RMB1.00 (US$0.15). 
 
In Q4-08, Coca-Cola added 35cl PET to Ice Dew’s packaging range in the north to 
target ‘on the go’ consumption, priced at RMB0.85 (US$0.13). 
In Q1-08, Hainan Coconut Palm Group Co launched its large sized packaged water 
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Bottled Water Commentary 

product in Beijing, packed in 300cl/500cl PET - RMB14.00/15.00 (US$2.00/2.14). 
 
In Q3-08, Fujian Dali Group launched a mineralised water, Daliyuan Rockstratum, 
packed in 35cl PET and priced at RMB0.90 (US$0.13). 
 
In Q4-08, Fujian Dali Group added 55cl PET to the Daliyuan Rockstratum range. In 
Beijing the product was priced at RMB0.90 (US$0.13). 
 
In Q1-08, Beijing Huiyuan Food Beverage Co introduced a 55cl PET packaged still 
table water in Beijing, targeting the mass market with a retail price of RMB0.85 
(US$0.12).  
 
In Q1-08, Qingdao Laoshan Mineral Water Co a manufacturer mainly based in the 
east region, introduced 378cl PET packaged mineral water on the Beijing market, 
priced at RMB9.00 (US$1.29). 
 
In Q1-08, Nestlé launched a new mineral water under the brand, Deep Spring on the 
national market. Packed in 33cl, 55cl and 150cl PET and priced at 
RMB2.00/2.20/4.90 (US$0.29/0.31/0.70) respectively, it is mainly aimed at the mid 
and upper-end market. Uptake is reported to be particularly strong on the Shanghai 
market. 
 
In Q2-08, Nestlé redesigned the package for its Pure Life packaged table water 
product, and changed the Chinese brand name from 'Piaolan' to 'Youhuo'. The 
product is packed in 33cl/55cl PET bottle, priced at 
RMB1.00(US$0.14)/RMB1.30(US$0.19). 
 
In Q3-08, Nestlé added a 150cl PET format for its mineralised water, Pure Life, priced 
at RMB2.90 (US$0.42). 
 
In Q4-08, Nestlé added 23.7cl PET with sports cap to its Youhuo range, targeting 
children. Retail price RMB1.80 (US$0.26).  
 
In Q3-08, Beijing Sanyuan Biological Technology Developing Co introduced a 
purified water product, Cuihu on Beijing market. The product is packed in 59cl PET 
and priced at RMB0.90 (US$0.13). 
 
In Q3-08, Tibet Glacier Mineral Water Co added two new sizes, 50cl and 100cl, for 
its mineral water brand 5100 in the premium market. The products were priced at 
RMB7.50 (US$1.10) and RMB13.90 (US$2.03) respectively. 
 
In Q3-08, Tingyi Group (Kangshifu) launched a natural mineral water sourced from 
the Changbai Mountain, packed in 35cl PET and priced at RMB1.00 (US$0.15). In 
addition, Kangshifu added a 150cl PET bottle for its mineralised water, retailing at 
RMB1.80 (US$0.26). 
 
In Q4-08, Uni-President launched Alkaoua mineralised water for the premium 
market in Beijing. The 57cl PET was priced at RMB5.00 (US$0.74). 
 
In Q4-08, Wahaha's Fuyang (Oxygen Enriched) was launched in south and east 
China in 60cl PET, priced at RMB2.50 (US$0.38). 
 
In Q2-08, Guangdong Zhaoqing Blue Ribbon Mineral Water Co Ltd authorised 
Beijing Xinwudai Drinking Co Ltd to produce a new packaged table water under the 
brand name of Blue Ribbon in the north region. The product is packed in 45cl PET 
bottle, priced at RMB5.40(US$0.78). 
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